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An  experiment  was  conducted  to  test  the  effects 
of  celebrity  endorsement  of  direct  mail  advertising. 
Seventy- seven  subjects  were  given  a  choice  of  two  letters, 
one  endorsed  on  the  envelope  by  a  celebrity  and  the  other 
signed  by  an  unknown  individual  with  no  endorsement  on 
the  envelope.  The  data  indicated  that  the  celebrity  en¬ 
dorsed  letter  was  more  likely  to  be  chosen  and  read.  How¬ 
ever,  the  data  also  indicated  that  the  celebrity  chosen 
should  be  appropriate  to  the  audience  and  have  high  popu¬ 
larity  and  credibility.  The  data  revealed  that  the  atti¬ 
tudes  of  subjects  were  no  more  favorable  towards  the  en¬ 
dorsed  letters  than  the  unendorsed  letter.  The  artificial¬ 
ity  of  the  experiment  requires  that  it  be  tested  in  the 
field  for  more  conclusive  results  to  be  obtained. 
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CHAPTER 


I 


INTRODUCTION 


Rationa le 

The  All  Volunteer  Armed  Forces  are  in  trouble. 
Pentagon  figures  show  that  the  combined  services  recruited 
only  338,800  young  people  in  Fiscal  Year  1979,  just  93 
percent  of  the  362,400  needed  to  fill  the  ranks . 1 

Notably,  the  Air  Force  for  the  first  time  missed 
its  recruiting  goal,  signing  up  67,800  of  the  69,200 
sought.  Why  are  people  shying  away  from  the  services  in 
increasing  numbers?  The  Defense  Department's  top  per¬ 
sonnel  executive,  Assistant  Secretary  Robert  B.  Pirie, 
gives  multiple  reasons  from  youth  unemployment  declining 
to  recruiter  malpractice  investigations.2 

In  regard  to  the  Air  Force,  a  comprehensive 
analysis  of  the  Advertising  and  Publicity  function  in 
Air  Force  recruiting  indicates  that  inadequate  awareness 

1James  A.  McDonnell,  Jr.,  "The  Bulletin  Board," 
Air  Force  Magazine  62  (December  1979):  148. 

2Ibid  . 
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of  Air  Force  opportunities  may  be  a  major  obstacle  to  the 
Air  Force  achieving  its  recruiting  goals.3 

Reasons  for  the  difficulty  are  numerous.  Pro¬ 
posed  solutions  are  just  as  numerous  including  reinsti¬ 
tution  of  the  draft.  While  most  of  the  effort  has  con¬ 
centrated  on  maintaining  an  adequate  enlisted  force,  a 
new  problem  has  emerged  to  confront  Air  Force  recruiting, 
maintaining  an  adequate  officer  corps. 

As  recently  as  1976  maintaining  thic  -ficer 
corps  was  relatively  easy.  The  Air  Force  still  had  an 
abundance  of  active  duty  officers  remaining  from  when  the 
Air  Force  had  an  active  duty  force  of  over  900,000.  The 
Air  Force  was  still  in  the  process  of  reducing  that  force 
to  less  than  600,000  following  the  Viet  Nam  conflict. 

Two  of  the  three  sources  for  the  officer  corps,  the 
Air  Force  Academy  and  Reserve  Officer  Training  Corps 
at  numerous  universities,  were  supplying  most  of  the  re¬ 
quired  manpower.  The  third  source,  Officer  Training 
School,  accounted  for  less  than  1,000  officers  in  1976. 

3Harold  D.  Hart,  "The  Marketing  Problem:  The 
Advertising  and  Publicity  Function  in  the  U.S.  Air  Force 
Recruiting  Service,"  unpublished  paper,  Advertising 
Management,  Advertising  388,  The  University  of  Texas  at 
Austin,  Fall  1979. 
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By  Fiscal  Year  1979,  however,  Officer  Training 
School  was  required  to  provide  nearly  4,000  officers. 

The  goal  for  Fiscal  Year  1980  is  nearly  6,000.  Nearly 
40  percent  of  this  goal  will  be  obtained  from  enlisted 
airmen  who  already  have  college  degrees  and  qualify  for 
OTS,  and  from  enlisted  members  who  get  there  degree  through 
various  Air  Force  sponsored  educational  programs.4 
The  nearly  4,000  remaining  individuals  are  to  be  recruited 
from  qualifying  college  seniors  and  graduates  by  U.S.  Air 
Force  Recruiting  Service. 

Compounding  this  sudden  increase  is  that  the 
Air  Force  requires  officers  to  have  specific  academic 
backgrounds,  primarily  scientific  and  engineering.  This 
aspect  makes  the  task  even  more  difficult  because  the 
competition  for  individuals  with  these  skills  is  fierce 
with  more  jobs  being  available  than  people  to  fill  them 
and  these  individual  commanding  salaries  higher  than 
graduates  from  other  fields.  These  starting  salaries 
are  nearly  twice  as  much  as  that  received  by  a  new  of¬ 
ficer  .5 


4James  A.  McDonnell,  Jr.,  "The  Bulletin  Board," 
Air  Force  Magazine  63  (January  1980):  84. 

5"Feast  or  Famine  for  College  Class  of  *80," 
U.S.  News  and  World  Report,  February  18,  1980,  pp.  89-90. 
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This  is  the  new  problem  facing  Air  Force  re¬ 
cruiting.  The  problem  facing  the  Advertising  and  Pub¬ 
licity  function  is  how  to  make  this  target  group  aware 
of  Air  Force  opportunities  and  to  seek  further  informa¬ 
tion  from  recruiters. 

An  obvious  answer  is  increased  advertising. 
However,  funds  for  advertising  for  this  purpose  are 
minimal  because  Congress  directly  controls  the  funding 
and  the  enlisted  recruitment  problem  is  perceived  to  be 
more  pre s s ing . 

Due  to  this  funding  limitation,  four  of  the  five 
top  mass  media  cannot  be  used  to  provide  the  required 
level  of  awareness  in  relation  to  the  competition.  How¬ 
ever,  direct  mail  can  be  used  competitively  without  being 
restricted  by  funding  limitations.6 

The  Air  Force  has  become  increasingly  involved 
with  direct  mail  as  recruiting  has  become  more  difficult. 
Generally  the  direct  mail  pieces  meet  or  exceed  the 
standards  of  the  industry  in  regards  to  preparation  of 
content  and  copy  when  compared  against  those  standards. 

Howev  ,  there  has  been  little  attention  paid 
to  the  exterior  of  the  envelope  or  self-mailer.  Carren 

6 Hart . 
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Pearson  Handel  of  the  Direct  Marketing  Corporation  of 
America  said  that  getting  an  individual  to  open  your 
letter  or  self-mailer  is  the  first  rule  of  making  direct 
mail  work . 7 

One  such  method  would  be  to  have  a  prominent 
person  endorse  the  product  on  the  envelope  or  self- 
mailer.  This  is  a  common  practice  in  broadcast  and  print 
advertising,  but  for  some  unknown  reason  it  is  not  common 
in  direct  mail.  Handel  did  not  include  it  in  his  recom¬ 
mendations  for  getting  a  reader  inside  an  envelope,  and, 
so  far,  a  review  of  the  literature  indicates  that  there 
has  been  little  research  done  with  this  concept. 

Hypotheses 

The  problem  is  this:  will  having  a  prominent 
person  endorse  a  product  on  the  envelope  increase  the 
probability  of  that  envelope  being  opened?  Equally  im¬ 
portant,  will  the  prominent  person's  endorsement  cause 
the  reader  to  have  a  more  favorable  attitude  towards  the 
content?  Answers  to  these  two  questions  will  be  examined 

7"50  Direct  Mail,  Copy,  and  Art  Rules,"  Direct 
Marke ting  41  (January  1980):  24. 
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in  testing  the  following  hypotheses  in  an  experiment  using 
Air  Force  direct  mail  pieces  used  for  officer  recruiting. 

The  hypotheses  are: 

Hypothesis  1:  When  a  reader  is  given  a  choice  of 
opening  a  letter  with  a  standard 
return  address  with  no  endorsement 
and  a  letter  that  is  endorsed  by  a 
prominent  person,  the  reader  will 
choose  to  open  the  endorsed  letter 
more  often  than  the  unendorsed  letter. 

Hypothesis  2:  The  reader  opening  the  endorsed  letter 
will  have  a  more  favorable  attitude 
towards  the  content  of  the  letter 
than  will  the  reader  opening  an  un¬ 


endorsed  letter. 


CHAPTER 


I  I 


LITERATURE  REVIEW 


Source  credibility  has  received  a  great  deal  of 
attention  by  communication  researchers  in  the  study  of 
attitude  development  and  change.  In  a  synthesis  of 
studies  of  the  ethos  of  a  source,  Anderson  and  Clevenger 
concluded  that: 


The  finding  is  almost  universal  that  the  ethos  of 
the  source  is  related  in  some  way  to  the  impact  of 
the  message.  This  generalization  applies  not  only 
to  political,  social,  religious  and  economic  issues 
but  also  to  matters  of  aesthetic  judgement  and  per¬ 
sona  1  taste.8 


They  defined  ethos  as  the  image  held  of  a  communicator 
at  a  given  time  by  a  receiver.  This  definition  encom¬ 
passes  source  credibility  and  prestige. 

They  further  said  that  the  only  variable  that 
clearly  related  to  differences  in  suggestibility  to 
prestige  is  the  initial  attitude  toward  the  topic  or  the 
purpose:  consistently,  those  who  are  neutral  initially 


®Kenneth  Anderson  and  Theodore  Clevenger,  Jr., 

"A  Summary  of  Experimental  Research  Ethos,"  in  Kenneth  K. 
Sereno  and  David  C.  Mortensen,  Foundations  of  Communica¬ 
tion  Theory  (New  York:  Harper  and  Row,  1970T7  pp.  197-221. 
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shift  more  often  than  do  those  who  are  at  one  extreme  or 
the  other.9  This  factor  could  be  particularly  important 
in  Air  Force  officer  recruitment  if  awareness  of  Air 
Force  opportunities  is  low  and  potential  targets  of  a 
direct  mail  campaign  have  not  developed  a  strong  attitude 
concerning  the  possibility  of  considering  the  Air  Force 
as  a  career  alternative. 

Carl  I.  Hovland,  a  pioneer  in  source  credibility 
research,  said  that  research  indicates  reactions  to 
communication  are  significantly  affected  by  the  communica¬ 
tor's  intentions,  expertness,  and  trustworthiness.  He 
said  that  these  were  the  primary  factors  in  determining 
whether  a  source  had  high  or  low  credibility,  and  that 
the  same  presentation  presented  by  a  source  of  high 
credibility  was  more  favorably  judged  than  a  presenta¬ 
tion  by  a  low  credibility  source.  Further,  his  research 
indicated  that  in  most  cases  the  immediate  acceptance  of 
the  recommended  opinion  was  greater  when  presented  by  a 
highly  credible  communicator.10  His  findings  are  sup¬ 
ported  in  subsequent  communication  and  advertising  re¬ 
search  . 

9Ibid  . 

10Carl  I.  Hovland,  Irving  L.  Janis,  and  Harold  H. 
Kelley,  Communication  and  Persuasion  (New  Haven:  Yale 
University  Press,  1953 ) ,  pp .  35-36. 


9 


A  discussion  of  attitude  development  and  change 
includes  an  examination  of  the  consistency  theories  be¬ 
cause  of  their  major  impact  on  communications  research. 
Balance,  congruity,  and  dissonance  theories  all  attach 
some  importance  to  the  source  variable.  However,  the 
congruity  theory  of  Osgood  and  Tannenbaum  focused  on  mass 
communications  specifically.  Their  particular  major 
contribution  was  that  attitudes  towards  both  source  and 
object  will  change.  The  congruity  theory  also  provides  a 
model  for  pretesting  an  advertisement.11 

Advertising  literature  indicates  that  the  cred¬ 
ibility,  attractiveness,  and  power  of  the  source  can  have 
a  very  significant  impact  on  the  effectiveness  of  an 
advertising  message.  Research  indicates  that  not  only 
will  a  receiver  be  more  likely  to  accept  the  arguments 
of  a  credible  source  than  an  uncredible  one,  but  the  re¬ 
ceiver  will  continue  to  accept  the  arguments  even  after 
the  source  is  forgotten.12 

The  only  book  that  this  researcher  could  lo¬ 
cate  that  was  devoted  specifically  to  the  role  of 

L1David  A.  Aaker  and  John  G.  Myers,  Advertising 
Management  (Englewood  Cliffs,  N.J.:  Prentice-Hall,  Inc., 
1975) ,  pp.  307-331. 

12Ibid.,  pp.  399-403. 
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prominent  individuals  in  advertising  was  William  M. 
Freeman's  The  Big  Name .  He  discussed  several  aspects  of 
endorsement  and  testimonial  advertising  including  its 
history,  purposes,  characteristics  that  enhance  or  hurt 
its  effectiveness,  and  pertinent  research.  Though  the 
book  was  published  in  1957,  it  is  worth  reviewing  today 
because  much  of  its  content  remains  pertinent. 

Freeman  says  that  the  testimonial  is  the  heart 
of  modern  advertising  and  dates  at  least  to  the  beginning 
of  the  Christian  era.  In  Christianity,  the  testimonial 
has  been  the  basic  technique  for  winning  converts  from 
the  disciples  to  Billy  Graham  today.  Freeman  says: 


The  endorsement  is  always  with  us.  From  the  teen¬ 
agers  ( "  I  was  out  with  Betty  last  night,  and  mmmm!  '. " ) 
to  the  young  marrieds  ("The  Jones  like  the  new  Phil- 
co  television  set--don't  you  think  ours  is  acting 
up  a  bit?")  it  pervades  every  aspect,  of  life.  We 
see  it  daily  in  every  type  of  advertising,  and  we 
act  on  it.  We  are  ready  to  accept  the  recommenda¬ 
tions  and  the  endorsements  of  those  we  trust,  those 
we  find  believable,  even  though  there  are  times 
when  we  deny  it . 11 


Freeman  is  quick  to  point  out,  however,  that  the  testi¬ 
monial  can  be  quite  ineffective  and  counterproductive 


lr,William  M.  Freeman,  The  Big  Name  (New  York: 
Ink  Books,  1957),  pp.  12-13. 
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if  used  improperly.  He  cites  the  following  examples. 
Constance  Talmadge,  a  motion  picture  star  of  the  Twenties, 
was  said  to  have  signed  papers  endorsing  some  400  dif¬ 
ferent  products  in  a  single  day.  A  certain  opera  star 
said  a  particular  cigarette  didn’t  harm  his  throat.  The 
former  is  an  example  of  overexposure  and  the  later  and 
example  of  trickery  because  what  the  opera  star  said  was  true, 
but  true  because  he  didn't  smoke.  Unfortunately,  Free¬ 
man  notes,  the  above  examples  sold  the  products  even 
when  the  endorser  was  known  to  be  dishonest.14 

A  factor  that  Freeman  emphasizes,  even  if  the 
credibility  does  not  have  any  effect  of  itself,  is  that 
the  use  of  a  prominent  person  or  celebrity  serves  to  get 
attention.15  Robert  0.  Wyatt  and  associates  noted  the  same 
characteristic  in  studying  the  effects  of  source  on  re¬ 
sponse  to  public  service  advertising.  In  fact,  for  cer¬ 
tain  types  of  messages  where  getting  positive  message 
evaluation  is  the  primary  goal,  they  said  the  source  was 
more  important  than  the  issue  of  the  message.16 

1 4  Tb i d . ,  pp.  18-19. 

1 5  lb i d . ,  p.  32. 

leRobert  0.  Wyatt,  Janet  Gaines,  Robert  Pierce, 
and  Bruce  Vanden  Bergh,  "How  Source  Affects  Response  to 
Public  Service  Ad ve rt i s i ng , "  Journalism  Quarterly  55 
(Winter  1978):  720. 
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Freeman,  as  Hovland  did,  emphasized  that  the 
honesty  and  trustworthiness  of  the  source  are  key  factors 
in  believab ility  of  the  message.17  Freeman's  third  major 
characteristic  is  appropriateness,  which  correlates  with 
Hovland' s  expertness.  In  regard  to  appropriateness,  he 
said: 


A  baseball  player  must  endorse  a  baseball  bat,  an 
opera  star  a  throat  remedy,  a  pianist  a  piano,  a 
flier  an  airplane,  and  so  on.  If  this  basic  rule  is 
not  followed,  and  the  testimonial  still  sells,  there 
is  always  the  danger  that  an  expensive  campaign  might 
fall  apart . 1 8 


Possible  examples  that  he  considered  inappropriate  were: 
the  Secretary  of  State  endorsing  Kant-Wet  baby  mattress; 
Clark  Gable  endorsing  the  Maidenform  brassiere;  and  Greta 
Garbo  endorsing  a  power  lawnmower . 1 9  Freeman  says  that 
appropriateness  is  becoming  increasingly  important  because 
the  public  is  a  lot  smarter  and  takes  more  convincing.20 

Appropriateness  is  related  to  a  study  of  the  use 
of  black  models  in  advertising  to  blacks  by  Pravat  K. 

1 7Freeman ,  p .  14  . 

1 8 lb i d . ,  p.  19. 

1 9Ibid  . 

2°Ibid . ,  p.  20. 
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Choudhury  and  Lawrence  S.  Schmid.  They  found  that  blacks 
recalled  advertisements  with  white  models  less  well  than 
those  with  black  models  in  advertising  to  blacks.21 

Freeman  adds  that  even  if  the  endorser  is  not 
well  known,  but  is  logical  and  appropriate  as  a  user,  the 
same  favorable  impression  is  produced.22  This  topic  will 
be  explored  further  in  the  discussion  section  of  this 
thesis  . 

Appropriateness  may  be  affected  by  time,  according 
to  the  results  of  research  concerning  the  use  of  Johnny 
Cash  as  a  spokesman  for  Amoco.  When  he  first  appeared  in 
the  advertising,  those  that  considered  him  unbelievable 
said  the  major  reason  was  his  inappropriateness.  Yet, 
about  18  months  after  his  introduction,  only  about  one 
in  seven  felt  he  was  unsuitable  or  inappropriate  for  the 
specific  sponsor.  Slightly  more  than  half  said  he  was 
suitable,  a  higher  percentage  than  for  any  other  in  a 
revised  list  of  spokesmen.23 


21Pravat  K.  Choudhury  and  Lawrence  S.  Schmid, 
"Black  Models  in  Advertising  to  Blacks,"  Journal  of  Ad¬ 
vertising  Research  14  (June  1974):  19-22. 

22Freeman,  p.  35. 

23Joseph  M.  Kamen,  Abdul  C.  Azhari,  and  Judith  R. 
Kragh,  "What  a  Spokesman  Does  for  a  Sponsor,"  Journal  of 
Advertising  Research  15  (April  1975):  17-24. 
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Freeman' s  review  of  research  by  Daniel  Starch 
and  staff  indicates  that  celebrity  testimonial  advertise¬ 
ments  are  seen  and  read  on  the  average  to  a  much  greater 
extent  than  nontestimonial  advertisements.24 

One  dramatic  example  of  consumer  behavior  under¬ 
going  substantial  change  was  the  gain  in  market  share  for 
Crest  toothpaste  from  about  12  percent  in  July,  1960,  to 
about  35  percent  in  the  period  after  the  endorsement  by 
the  American  Dental  Association.  This  is  a  clear  indica¬ 
tion  that  a  prominent  organization  can  be  as  effective  as 
a  prominent  individual,  especially  if  the  organization  is 
appropriate  to  the  product.25 

There  is  very  little  literature  concerning  the 
use  of  testimonials  in  direct  mail.  Robert  Stone  has 
written  several  comprehensive  books  concerning  the  use  of 
direct  mail  and  recommends  the  use  of  testimonials  in  di¬ 
rect  mail  in  at  least  two  of  his  books.  In  one  of  his 
earliest  books,  written  in  1947,  Stone  devotes  an  entire 
chapter  to  testimonials  and  says  it  is  one  of  the  most 
powerful  forms  of  advertising. 26  His  1979  book  discusses 

24Freeman,  p.  193. 

25David  B.  Montgomery  and  J.  Scott  Armstrong, 
"Brand  Trial  after  a  Credibility  Change,"  Journal  of  Adver¬ 
tising  Research  10  (October  1970):  26-32. 

2aRobert  Stone,  Profitable  Direct  Mail  Methods 
(New  York:  Prentice-Hall,  Inc . ,  1947),  pp .  147-48. 
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the  use  of  testimonials  even  less;  however,  Stone  still 
considers  testimonials  to  be  a  powerful  form  of  advertis¬ 
ing  and  says  they  will  ordinarily  increase  the  pull  of 
a  letter.27  Stone  did  not  discuss  the  use  of  celebrities 
in  testimonials  in  either  book. 

The  lack  of  empirical  research  in  direct  mail 
advertising  was  noted  by  Danny  N .  Bellenger  and  Jack  R. 
Pingry  in  the  Journal  of  Advertising  Research  in  1977. 29 
A.  Edward  Miller,  President  of  Downe  Coraraunicat ion ,  Inc., 
discussed  the  lack  of  advertising  research  at  the  23rd 
Annual  Conference  of  the  Advertising  Research  Foundation 
in  1977.  He  said: 


.  .  .  there  is  virtually  no  basic  research  in 

advertising.  We  seem  to  operate  from  one  specific 
problem  to  the  next,  from  one  crisis  to  another,  but 
we  never  seem  to  have  the  resources  to  dig  in  to  find 
out  how  advertising  works,  how  the  brain  absorbs  and 
utilizes  advertising  messages  that  would  lead  to  an 
understanding  of  all  the  elements  of  the  marketing 
situation.  Perhaps,  then,  and  only  then,  would  we 
begin  to  make  meaningful  progress  in  advertising  re¬ 
search.  Perhaps  it  could  become  more  of  a  science 
and  less  of  an  art.2® 

27Bob  Stone,  Successful  Direct  Marketing  Methods, 
2d  ed .  (Chicago:  Crain  Books,  1979),  p.  218. 

2sDanny  N.  Bellenger  and  Jack  R.  Pingry,  "Direct 
Mail  Advertising  for  Retail  Stores,"  Journal  of  Advertising 
Research  17  (June  1977):  35. 

29A.  Edward  Miller,  "Introduction  of  Mike  Wal¬ 
lace,"  23rd  Annual  Con  f  er  enc  e/l9  7  7  Proceedings  Advertising 
Research  Foundation  (New  York:  Advertising  Research 
Foundation,  1978),  p.  57. 
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In  addition  to  there  being  little  research, 
there  appears  to  be  little  use  of  celebrities  or  prominent 
people  as  the  source  in  direct  mail  advertising.  In  an 
analysis  of  25  direct  mail  pieces  received  by  this  re¬ 
searcher  in  a  one  month  period,  only  one  piece  used  a 
prominent  person  to  endorse  the  produce  (see  Appendix  l). 
There  appeared  to  be  a  greater  reliance  on  either  the 
prominence  of  the  institution  or  gimmickry,  contests, 
free  gifts,  etc.  In  a  review  of  several  advertising  texts 
and  the  last  two  years  of  Direct  Marketing,  a  magazine 
concerning  direct  mail  methods  and  research,  there  is  not 
a  single  mention  of  using  celebrities  or  prominent  persons 
to  endorse  products  in  direct  mail  advertising.  Further 
research  is  necessary. 

The  importance  of  source  in  communications  and 
advertising  literature  is  considerable;  however,  the  lack 
of  investigation  in  direct  mail  advertising  indicates  that 
it  is  clearly  needed.  Further,  it  could  be  a  factor  in 
U.S.  Air  Force  Recruiting  Service  achieving  its  officer 


recruitment  goals. 


METHOD 


The  hypotheses  were  tested  by  means  of  an  ex¬ 
periment  in  which  subjects  were  given  the  chance  to  choose 
different  types  of  letters  and  then  had  their  attitudes 
measured . 

Variables 

The  first  independent  variable  was  providing  77 
of  the  149  subjects  two  letters  to  choose  from.  Forty  of 
the  77  subjects  had  a  choice  between  a  Carter  endorsed 
letter  and  an  unendorsed  letter.  The  other  37  subjects 
had  a  choice  between  an  Staubach  endorsed  letter  and  an 
unendorsed  letter.  The  dependent  variable  measured  was 
the  subjects'  response  to  the  statement  on  page  1  of  the 
applicable  directions.  The  statement  was: 

Included  are  two  letters.  Please  select  the  letter  you 
would  most  likely  open  and  read. 

Indicate  the  letter  you  selected  by  marking  the  ap¬ 
propriate  blank  below. 

_  writing  above  address  elemenl 

_  no  writing  above  address  element. 
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The  other  72  subjects  were  given  only  one  letter. 
The  second  independent  variable  was  which  of  three  letters 
they  received.  They  were  a  control  group  to  compare  atti¬ 
tudes  with  the  test  group. 

The  dependent  variable  measured  to  determine 
attitudes  was  the  subjects'  responses  to  seven  Likert 
scale  questions.  The  questions  were  designed  by  this  re¬ 
searcher  to  measure  the  attitudes  of  the  subjects  toward 
the  factors  identified  as  being  important  to  the  effects 
of  source  credibility  in  advertising.  The  Likert-type 
statements  were: 

1.  The  letter  was  truthful. 

2.  The  letter  was  interesting. 

3.  The  letter  provided  information  I  didn't  know 
before . 

A.  I  have  a  favorab] e  attitude  towards  the  person 
who  signed  the  letter. 

5.  The  person  who  signed  the  letter  is  a  knowledge¬ 
able  source  for  information  about  career  oppor¬ 
tunities  in  the  Air  Force. 

6.  The  opportunity  of  becoming  an  Air  Force  officer 
is  worth  considering. 

7.  I  will  seek  more  information  about  the  Air  Force 
officer  programs . 


Each  of  the  questions  had  the  following  scale  immediately 
below  the  question: 


AGREE: _ : _ : _ : _ : _ : _ : _ :  DISAGREE 

Control  variables  used  were  age,  sex,  class  standing 
and  whether  the  student  was  in  the  communication  or  engi¬ 
neering  school  class. 


Subjects 

The  subjects  consisted  of  86  students  from  an 
advertising  research  class  and  62  students  from  three  upper 
level  engineering  classes.  All  participants  were  from 
The  University  of  Texas  at  Austin  and  participated  volun¬ 
tarily.  The  external  validity  of  the  experiment  is  ques¬ 
tionable  because  the  selection  of  the  students  could  not 
be  randomized  due  to  time  and  budget  constraints.  Despite 
this  limitation,  the  results  could  be  significant  in 
providing  direction  for  future  research,  and  in  fact  the 
study  is  only  the  initial  phase  of  a  long-range  test  by 
this  researcher  on  the  effects  of  using  prominent  persons 
to  endorse  direct  mail.  Further,  the  results  could  be 
particularly  significant  in  providing  direction  for  Air 
Force  direct  mail  advertising. 
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Materials 

Each  subject  had  an  equal  chance  to  receive 
one  of  five  possible  folders.  Each  folder  contained  one 
or  two  letters,  a  page  of  instructions  that  was  identical 
for  all  folders,  a  page  one  of  directions  that  was  depen¬ 
dent  on  whether  the  folder  had  one  or  two  letters,  and  a 
page  two  of  directions  that  was  identical  for  all  sub¬ 
jects  (see  Appendices  2  through  10).  Seventy- seven  of  the 
subjects  received  a  folder  that  contained  two  letters. 

One  of  the  two  letters  was  endorsed  on  the  envelope  and 
signed  by  one  of  two  prominent  persons,  Dallas  Cowboy 
Roger  Staubach  or  President  Jimmy  Carter.  The  other  letter 
was  from  the  United  States  Air  Force  Recruiting  Service  and 
signed  by  an  Air  Force  officer  who  had  little  possibility 
of  being  well  known  to  the  general  public.  For  the  re¬ 
maining  discussion  in  this  thesis,  this  letter  will  be 
identified  as  unendorsed.  Seventy-two  subjects  received 
the  folder  with  a  single  letter.  About  one-half  of  this 
group  received  an  unendorsed  letter  and  the  other  half 
either  received  a  letter  endorsed  by  Roger  Staubach  or 


Jimmy  Carter. 
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Procedures 

Randomization  of  distribution  of  the  folders 
was  accomplished  by  having  the  folders  numbered  one  through 
five  and  distributed  in  that  order  from  a  randomized  start¬ 
ing  point.  This  randomization  strengthened  the  internal 
validity  of  the  experiment. 

The  purpose  of  the  groups  receiving  two  letters 
was  to  determine  whether  they  would  choose  an  endorsed 
or  unendorsed  letter.  The  folder  containing  two  letters 
had  one  question  asking  the  individual  to  choose  the 
letter  he/she  would  most  likely  open  and  read  if  received. 
The  individual  was  then  directed  to  proceed  to  page  two 
that  contained  three  demographic  questions  and  seven  Likert 
scale  questions  designed  to  determine  the  attitude  of 
the  individual  towards  the  content  of  the  letter  and  the 
person  who  signed  the  letter. 

The  folders  containing  a  single  letter  differed 
only  in  page  one  directions  that  questioned  whether  or 
not  the  individual  would  be  likely  to  open  and  read  the 
letter  if  received  in  the  mail.  The  primary  purpose  of 
the  single  letter  folders  was  to  determine  if  the  atti¬ 


tude  towards  the  contents  of  the  letter  and  the  signer 
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of  the  letter  was  affected  by  the  individual  having  a  pre¬ 
disposition  to  have  a  more  favorable  attitude  to  defend 
his  or  her  choice. 

To  minimize  the  effect  of  tester  bias,  a  specific 
set  of  Administrator  Instructions  was  utilized  (see  Ap¬ 
pendix  11).  A  graduate  student  administered  the  experi¬ 
ment  to  the  advertising  students  and  the  administration 
was  observed  by  this  researcher.  This  researcher  ad¬ 
ministered  the  experiment  to  the  engineering  students. 

The  subjects  were  not  told  the  purpose  of  the 
experiment  until  all  folders  had  been  completed.  Further, 
they  were  strongly  encouraged  not  to  discuss  the  experi¬ 
ment  for  at  least  two  weeks  to  allow  completion  of  the 
experiment . 

It  took  approximately  20  minutes  to  conduct  the 
experiment  with  each  class. 

It  is  recognized  that  the  artificiality  of  the 
experiment  could  affect  the  internal  validity  of  the  ex¬ 
periment.  However,  this  researcher  feels  that  the  results 
are  meaningful  and  adequate  because  they  provide  direc¬ 
tion  for  future  research  and  action  with  a  minimum  cost. 
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Methods  of  Analysis 

Three  statistical  techniques  were  used  to  analyze 
the  data.  Cross-tabulation  was  used  to  display  frequency 
data  with  chi-square  used  to  determine  the  significance 
of  differences.  T-tests  were  used  to  determine  signifi¬ 
cant  differences  between  sample  means.  The  sign  test  was 
used  to  determine  if  the  differences  in  means  were  sig¬ 
nificant  when  all  seven  attitude  questions  were  con¬ 
sidered,  even  if  the  individual  questions  did  not  show 
significant  differences.30 

30Sidney  Siegel,  Nonparametric  Statistics  for 
the  Behavioral  Sciences  (New  York:  McGraw-Hill  Book  Com¬ 
pany,  Inc . ,  1956) ,  pp.  68-75. 
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RESULTS 


Hypothesis  1 

Hypothesis  1 :  When  a  reader  is  given  a  c ho  ire  of 

opening  a  letter  with  a  standard 
return  address  with  no  endorsement 
and  a  letter  that  is  endorsed  by  a 
prominent  person,  the  reader  will 
choose  to  open  the  endorsed  letter 
more  often  than  the  unendorsed  letter. 

In  general,  the  results  support,  the  acceptance 
of  Hypothesis  1  (see  Table  1).  When  a  reader  was  given 
a  choice  of  opening  a  letter  with  a  standard  return  ad¬ 
dress  with  no  endorsement  and  a  letter  that  was  endorsed  by 
a  prominent  person,  the  reader  chose  the  endorsed  letter 
57.1  percent  of  the  time  compared  with  42.9  percent  choosing 
the  unendorsed  letter. 

The  results  also  show  that  who  endorsed  the 
letter  is  important  as  well  as  the  type  of  student  the 
letter  is  directed  at.  Staubach  did  very  well  with  both 
communication  and  engineering  students  while  Carter  was 
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TABLE  1 

CROSSTABULATION  OF  CHOICE  OF  ENDORSED  OR 
UNENDORSED  LETTER  BY  ACADEMIC  MAJOR 


Major 


Total 


Communication 

Students 

Engineering 

Students 

Percent 

Number 

Chose 

Endorsed 

69.  e# 

38. 1% 

57.1 

44 

Chose 

Unendorsed 

20.4 

61.3 

42.9 

33 

1CO.O 

(46) 

100.0 

100.0 

77 

X2  = 

5.99 

df  =  1 

£  = 

.014 

Chose 

Carter 

56.5 

17.6 

40.0 

16 

Chose 

Unendorsed 

.43.5 

82.4 

60.0 

24 

100.  C 
( 23  ) 

100.0 

(17) 

100.0 

40 

4.64 

dl'  =  1 

£  = 

.031 

Chose 

S  t  a  u  ba  c  h 

H2.6 

b4.3 

75.7 

28 

Chose 

Unendorsed 

J7.4 

35.7 

24.3 

9 

100.0 

IP 3  ) 

100.0 

(14) 

100.0 

37 

£  = 


dr  ^  1 
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moderately  successful  with  communication  students,  but  had 
little  appeal  to  engineering  students. 

Hypothesis  2 

Hypothes is  2 :  The  reader  opening  the  endorsed  letter 
will  have  a  more  favorable  attitude 
towards  the  content  of  the  letter 
than  will  the  reader  opening  an  un¬ 
endorsed  letter. 

The  results  do  not  support  the  acceptance  of 
Hypothesis  2.  The  results  were  inconclusive.  The  group 
choosing  the  endorsed  letter  had  a  significantly  more 
favorable  attitude  towards  the  content  of  the  letter  on 
one  scale,  while  the  group  choosing  the  unendorsed  letter 
had  a  significantly  more  favorable  attitude  towards  the 
content  of  the  letter  on  two  scales  (see  Table  2).  Tables 
3,  4,  and  5  suggest  that  those  that  chose  Staubach  were 
more  favorable  in  their  attitudes  than  the  group  that 
chose  Carter,  but  only  one  scale  shows  a  significant  dif¬ 
ference.  Table  6  compares  the  attitudes  of  the  group 
that  received  a  single  endorsed  letter  with  the  group  that 
received  an  unendorsed  letter. 

One  result  that  was  consistent  throughout  the 
analysis  of  attitudes  was  that  the  unendorsed  letter  was 


consistently  and  significantly  considered  the  more 


knowledgeable  source  for  information  about  career  oppor¬ 
tunities  in  the  Air  Force. 

Other  Comparisons  of  Attitudes  of  Groups 

Tables  7  and  8  indicate  that  the  subjects  had 
a  more  favorable  attitude  towards  their  choice  than  did 
the  group  that  had  no  choice.  They  were  more  favorable 
simply  because  they  had  a  choice  to  support.  The  pos¬ 
sibility  of  this  result  was  anticipated  and  was  a  major 
reason  for  the  control  group  receiving  a  single  letter. 

Table  9  indicates  that  those  receiving  a  St au- 
bach- endorsed  letter  had  a  significantly  more  favorable 
attitude  by  the  sign  test  than  those  receiving  a  Carter- 
endorsed  letter. 

Tables  10  through  15  are  a  comparison  of  means 
for  various  groups  that  were  significant.  Each  table 
reports  results  for  various  groups  for  one  question  only. 
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TABLE  2 

COMPARISON  OF  ATTITUDES  OF  THE  GROUP  THAT 
CHOSE  ENDORSED  LETTERS  WITH  THE  GROUP  THAT 
CHOSE  UNENDORSED  LETTERS 


Question 

Mean 

Endorsed  Unendorsed 

t_-Value 

df 

Sign3 

The  letter  was 
truthful . 

4.4545 

4 . 0909 

1.23 

75 

.  112 

+ 

The  letter  was 
interesting. 

3.5227 

3.707Q 

-.00 

75 

.214 

- 

The  letter  provided 
information  I  didn't 
know  before. 

3.6364 

3.5152 

.26 

75 

.391 

+ 

I  have  a  favorable 
attitude  towards  the 
person  who  signed 
the  letter. 

4.1818 

3.4848 

2.12 

75 

.018 

+ 

The  person  who 
signed  the  letter  is 
a  knowledgeable 
source  for  information 
about  career 
opportunities  in  the 

Air  Force. 

2.5000 

3.8485 

-3.49 

75 

.  001 

The  opportunity  of 
becoming  an  Air  Force 
officer  is  worth 
cons dering. 

? . 8864 

3 . 6970 

-2.00 

75 

.025 

I  will  seek  more 
about  the  Air  Force 
officer  programs. 

1 . 5455 

1 . 9394 

-l!06 

75 

.  147 

- 

a 

The  sign  test  is  used  to  determine  if  the  frequencies  which  two  signs 


occur  will  be  significantly  different. 


N  =  7 


4 


£  =  .773 


} 
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TABLE  3 

COMPARISON  OF  ATTITUDES  OF  THE  GROUP  THAT 
CHOSE  STAUBACH- ENDORSED  LETTER  WITH  THE 
GROUP  THAT  CHOSE  THE  UNENDORSED  LETTERS 


Kean 

Quest! on 

Endorsed 

Unendorsed  t_-Value 

df 

P 

Sigr.a 

Tile  letter  was 
truthful. 

4. 4643 

3.7778 

1.43 

35 

.080 

+ 

The  letter  was 
interesting. 

3.6071 

3.7778 

-.31 

35 

.379 

- 

The  letter  provided 
nforaation  I  didn't 
know  before. 

3.7143 

3.5556 

.21 

35 

.  426 

+ 

I  have  a  favorable 
attitude  towards  the 
person  who  signed 
the  letter. 

4.7657 

3.4444 

2.7  ■ 

35 

.004 

+ 

The  person  who 
signed  the  letter  is 
a  knowledgeable 
source  for  information 
about  career 
opportunities  in  the 

Air  Force, 

2 . 5C.0G 

3 . 8689 

-2.20 

35 

.022 

The  opportunity  of 
becoming  an  Air  Force 
officer  is  worth 
considering 

2.8214 

3 . 5556 

-1.04 

35 

.  153 

I  will  seek  more 
about  the  Air  Force 
officer  programs. 

1.6786 

1 . 6667 

.02 

35 

.  493 

+ 

aThe  sign  test  is  used  to  determine  if  the  frequencies  which  two  signs 


occur  will  be  significantly  different. 

N  =  7  x=?  J2=-  500 
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TABLE  4 

COMPARISON  OF  ATTITUDES  OF  THE  GROUP  THAT  CHOSE 
CARTER- ENDORSED  LETTERS  WITH  THE  GROUP  THAT  CHOSE 
UNENDORSED  LETTERS 


Ouestj  on 

Endors. 

Mean 

d  Ui.n.dor 

s<’d  t_- Value 

df 

£ 

S  i  gna 

The  letter  was 
truthful . 

4.4771 

4 . 2083 

.  53 

38 

.  299 

+ 

The  letter  was 
: nterest i ng. 

3.  871)0 

>.7917 

-  .87 

?u 

.  195 

- 

The  letter  provided 
information  I  didn't 
know  before. 

•.  5000 

< . 5000 

0 

30 

.500 

I  have  a  favorable 
attitude  towards  the 
person  who  s . gned 
the  letter. 

1350 

.< .  ‘  H  UO 

-.Mb 

3h 

.  198 

Ther  person  who 
signed  the  letter  .s 
a  knowledgeable 
source  for  information 

about  career 

opportune  lies  :  n  '  be 

Air  Force. 

? .  5000 

~ . 833? 

cr 

38 

.  t'10 

The  opportunity  or 
becoming  an  Air  Force 
officer  is  worth 
cons i der i ng 

i'.OOOO 

7 . 7500 

-1.34 

38 

.095 

I  will  seek  more 
about  the  Air  Force 
officer  programs. 

1.3125 

2.0417 

-1.40 

38 

.084 

- 

The  s i  gr,  lest  is  used  to  determine  if  the  frequencies  which  two  signs 
occur  will  be  significantly  different. 

N  —  ft  x  =  5  £  =  • 


N  =■■  6 


x 
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TABLE  5 


5i 


COMPARISON  OF  ATTITUDES  OF  THE  GROUP  THAT  CHOSE 
THE  STAIJBACH  -ENDORSED  LETTER  WITH  THE  GROUP  THAT 
CHOSE  THE  CARTER- ENDORSED  LETTER 


Quest i on 

Mean 

Staubucii 

Carter 

t_-Value 

df 

£ 

Sign3 

Tiie  letter  was 
truthful . 

4.4o4  1 

*1 .  -1 .?  75 

1 

c 

42 

.946 

+ 

The  letter  was 
interest i ng. 

3.6071 

3. 3750 

-.49 

42 

.624 

+ 

The  letter  provided 
information  I  didn't 
know  before. 

3.7147 

3.5000 

-.40 

42 

.692 

+ 

I  have  a  favorable 
attitude  towards  the 
person  who  signed 
the  letter. 

4 . 7057 

3.1250 

-3.78 

42 

.000 

+ 

The  person  who 
signed  the  letter  is 
a  knowledgeable 
source  for  information 
about  career 
opportunities  in  the 

Air  Force. 

2 . 5000 

2.5000 

0 

42 

1.000 

The  opportunity  of 
becoming  an  A i r  Force 
officer  is  worth 
considering. 

2.8214 

3.0000 

.31 

42 

.760 

I  will  seek  more 
about,  the  Air  Force 
if finer  programs. 

1 . 67B6 

1.3125 

-.70 

42 

.409 

+ 

U 

The  s .  gn  test  is  used  to  determine  if  the  frequencies  which  two  signs 


occur  will  be  significantly  different. 
=  6  x  = 


N 


1 


£.  =  .  218 
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TABLE  6 

COMPARISON  OF  ATTITUDES  OF  THE  GROUP  THAT  RECEIVED 
AN  ENDORSED  LETTER  WITH  THE  GROUP  THAT  RECEIVED 
AN  UNENDORSED  LETTER 


Question 

Mean 

Endorsed  Unendorsed 

t_-Value 

df 

£ 

Sign3 

The  letter  was 
truthful . 

4.0811 

4.0000 

.28 

70 

.77© 

+ 

The  letter  was 
interesting. 

3.2162 

3. 1429 

.2o 

70 

.845 

+ 

The  letter  provided 
information  I  didn't 
know  before. 

3.0000 

3.1143 

-.23 

70 

.817 

I  have  a  favorable 
attitude  towards  the 
person  who  signed 
the  letter. 

3.4865 

3.1143 

1.05 

60.99 

.296 

+ 

The  person  who 
signed  the  letter  is 
a  knowledgeable 
source  for  information 
about  career 
opportunities  in  the 

Air  Force. 

2,1622 

3.5143 

-3.87 

70 

.000 

The  opportunity  of 
becoming  an  Air  Force 
officer  is  worth 
considering 

3.1892 

2.7143 

1.07 

70 

.289 

+ 

I  will  seek  more 
about  the  Air  Force 
officer  programs. 

1.5135 

1 . 0000 

1.38 

70 

.  171 

+ 

aThe  sign  test  is  used  to  determine  if  the  frequencies  which  two  signs 


occur  will  be  significantly  different. 


N  =  7 


x  =  2 


£  =  .454 


TABLE  7 


COMPARISON  OF  ATTITUDES  OF  THE  GROUP  HAVING  A 
CHOICE  OF  TWO  LETTERS  WITH  THE  GROUP  RECEIVING 
A  SINGLE  LETTER 


Question 

Choice 

Mean 

No  Choice 

t-Value 

df 

£ 

Sign3 

The  letter  was 
truthful . 

4. 2987 

4.0417 

1.25 

147 

.213 

+ 

The  letter  was 
interest i ng. 

3.6364 

3.1806 

1.84 

147 

.067 

+ 

The  letter  provided 
information  I  didn't 
know  before. 

3 . 5844 

3.0556 

1.63 

147 

.  105 

+ 

I  Lave  a  favorable 
attitude  towards  the 
person  who  signed 
the  letter. 

3.8831 

3 . 3056 

2.37 

147 

.019 

+ 

The  person  who 
signed  the  letter  is 
a  knowledgeable 
source  for  information 
about  career 
opportunities  in  the 

Air  Force. 

3.0779 

2.8194 

.92 

147 

.359 

+ 

The  opportunity  of 
becoming  an  Air  Force 
officer  is  worth 
cons i deri ng. 

3.2338 

2.9583 

.91 

147 

.363 

+ 

I  will  seek  more 
about  tile  Air  Force 
officer  programs. 

1.7143 

1 . 2639 

1.71 

147 

.089 

+ 

aThe  sign  test  is  used  to  determine  if  the  frequencies  which  two  signs 


occur  will  be  significantly  different. 

N  =  7  x  =  0  2  =  .016 
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TABLE  8 

COMPARISON  OF  ATTITUDES  OF  THE  GROUP  THAT  CHOSE 
AN  UNENDORSED  LETTER  WITH  THE  GROUP  THAT  RECEIVED 
AN  UNENDORSED  LETTER 


Question 

Choice 

Mean 

No  Choice 

t_-Value 

df 

£ 

Sign3 

The  letter  was 
truthful . 

4.0909 

4 . 0000 

-.31 

66 

.755 

+ 

The  letter  was 
interesting. 

3.7879 

3.1429 

-1.74 

66 

.086 

+ 

The  letter  provided 
information  I  didn't 
know  before. 

3.5152 

3.1143 

-.78 

66 

.439 

+ 

I  have  a  favorable 
attitude  towards  the 
person  who  signed 
the  letter. 

3.4848 

3.1143 

-1.34 

66 

.185 

+ 

The  person  who 
signed  the  letter  is 
a  knowledgeable 
source  for  information 
about  career 
opportunities  in  the 

Air  Force. 

3 . 8485 

3.5143 

-1.03 

66 

.305 

+ 

The  opportunity  of 
becoming  an  Air  Force 
officer  is  worth 

Consi dering. 

3.6970 

2.7143 

-2.20 

66 

.031 

+ 

I  will  seek  more 
about  the  Air  Force 
officer  programs. 

1 . 9394 

1 . 0000 

-2.59 

66 

.012 

+ 

a 

The  sign  test  is  used  to  determine  if  the  frequencies  which  two  signs 


occur  will  be  significantly  different. 


N  =  7 


x  =  0 


£  =  .016 
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TABLE  9 

COMPARISON  OF  ATTITUDES  OF  THE  GROUP  RECEIVING  A 
STAUBACH- ENDORSED  LETTER  WITH  THE  GROUP  RECEIVING 
A  CARTER-ENDORSED  LETTER 


Mean 

Question 

Staubach 

Carter 

£-Value 

df 

£ 

Sign3 

The  letter  was 
truthful . 

4.473V 

3.6667 

-1.83 

35 

.075 

+ 

The  letter  was 
interesting. 

3.5263 

2.8889 

-1.28 

35 

.210 

+ 

The  letter  provided 
information  I  didn't 
know  before. 

3.0000 

3 . 0000 

0 

35 

1.000 

I  have  a  favorable 
attitude  towards  the 
person  who  signed 
the  letter. 

3.B947 

3.0556 

-1.43 

35 

.160 

+ 

The  person  who 
signed  the  letter  is 
a  knowledgeable 
source  for  information 
about  career 
opportunities  in  the 

Air  Force. 

2.3158 

2 . 0000 

-.58 

35 

.566 

+ 

The  opportunity  of 
becoming  an  Air  Force 
officer  is  worth 
consi dering. 

3 . 2632 

3.1111 

-.26 

.799 

+ 

I  will  seek  more 
about  the  Air  Force 
officer  programs. 

1 . 7368 

1.2778 

-.82 

35 

.418 

+ 

a 

The  sign  test  is  used  to  determine  if  the  frequencies  which  two  signs 


occur  will  be  significantly  different. 


N  =  6 


x  -  0 


£  =  .032 


1 

1 
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TABLE  10 

COMPARISON  OF  MEANS  FOR  VARIOUS  GROUPS 
REGARDING  HOW  INTERESTING  THE  LETTER  WAS 

QUESTION:  The  letter  was  interesting 
SCALE:  0  -•  disagree  6  =  agree 


Mean  _t-Value  df  £ 


No  Choice  Chose  Yes 

Chose  No 

This  is  a  comparison  of  the  group  that  received  a  single  letter  and  answered 
yes  with  the  group  that  answered  no  to  the  following  question: 


3.7490 
2 . 4000 


3.14 


49 


.003 


Indicate  the  likelihood  of  your  opening  and  reading  this  letter  by  marking  the 
appropriate  blank  below. 
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TABLE  11 

COMPARISON  OF  MEANS  FOR  VARIOUS  GROUPS 
REGARDING  THE  NEWNESS  OF  THE  INFORMATION  IN  THE  LETTERS 


QUESTION:  The  letter  provided  information  I  didn't  know  before 


SCALE: 

0  = 

disagree 

6  =  agree 

Mean 

t_-Value 

df 

2-Tail 

Probability 

Ma  J  or 

Communication 

Engineering 

3 . 6047 
2. 9524 

2.0C 

147 

.048 

This  is  a  comparison 
students  . 

of  means 

of  communication 

and 

engineering 
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TABLE  12 

COMPARISON  OF  MEANS  FOR  VARIOUS  GROUPS 
REGARDING  HOW  FAVORABLE  THEIR  ATTITUDE  WAS 
TOWARDS  THE  PERSON  WHO  SIGNED  THE  LETTER 


QUESTION:  I  h3ve  a  favorable  attitude  towards  the  ptrsjn  wi.v  signed  the  letter. 

SCALE:  0  -  disagree  '■  -  agree 

2 -Tail 

Mean  _t-Value  df  Probability 


Choice  Chase  Staubach  4.7857  -  7y  v  QOS 

Chose  Unendorsed  '.4444 

T.ms  is  a  comparison  of  groups  to. at  chose  either  a  Staubach  en- 
_ dorsed  r  unendorsed  letter  wt.en  a  ci.oice  was  available. _ 


Age  <2o  '■* .  H7h>c  2.  7'<  70  .007 

2  3+  2 . 906  7 

Ti.is  is  a  comparison  of  students  up  t  20  years  old  with  those 
_ 2'~>  .years  'Id  and  ,'lder. _ 

Age  2  1-22  '7  ooui  ?  17  90  0^2 

c'M  2.0667 

Tins  is  a  c  mparis  >n  of  students  aged  21  and  22  with  those  23 
_ years  old  and  older- _ 

Letter  Choice  3.H871  p  -.y  147  019 

No  Clio;  ce  \  <066 

This  is  a  comparison  of  all  students  who  had  a  choice  with  those 
_  that  did  not- _ 


Choice  Carter  and 

Unendorsed  3. 3500  -’S-.’H-  70  .001 

Staubach  and 

Unendorsed  4.4099 

Ti.is  is  a  Comparis  n  f  students  who  hud  a  choice  of  Carter-en¬ 
dorsed  or  unend  used  letters  with  th  >se  who  had  a  choice  of 
_ S tauba ch- endorsed  r  unendorsed  letters. _ 


Engineers 


Clio  i  ce 


Chose  Endorsed  4.9000  pq  qqu 

Chose  Unendorsed  6.76H4 

T1 :  i s  is  a  comparison  of  engineering  students  who  chose  endorsed 
1 etters  w  th  th  ise  who  chose  unendorsed  letters. _ 


Chose  Carter 
Chose  Staubach 


>.1290 
4 . 7097 


; .  78 


42  .000 


This  ;s  a  comparison  of  students  wh  chose  a  Carter- endorsed  let¬ 
ter  when  given  a  choice  with  those  who.  chose  a  Staubach- letter 
when  given  a  choice. 
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TABLE  1  ■ 

COM  PAH  ISON  OF  MEANS  R  H  VARIOUS  GROUPS 
RE  1AHD1NG  HOW  KNOWLEDGEABLE  A  SOURCE  THEY  CONSIDERED 
THE  PERSON  WHO  SIGNED  THE  LETTER 


QUESTION:  Tie  i«'b  n  wi.  s.gned  t:.:s  letter  :s  a  knowledgeable  source  f  r  in- 

I  'rm. i'  :  i.  .<  b  ut  c.ireir  ppor :  un :  t  .  es  in  tr:e  Air  Force. 

SCALE;  O  d.sigree  ■  -  agree 


2 -Tall 

Mean  t^-Value  df  Probability 


Cl .  .  0 

Cl  w»se  Stdubach 

Cj :oSt-  Unendorsed 

2  .  bcOO 
3. 6069 

-2. 10 

35  .043 

T-..S  is  a  comparison 
dorsed  or  unendorsed 

of  groups 
letter  wi. 

that  chose 
en  a  choice 

either  a  Staubach-en- 
was  available. 

C'-i  o  ce 

C::ose  Carter 

Cl  ose  Unendorsed 

2  .  ixiOO 

?.tn  <3 

-2.46 

38  .019 

Tr.  s  :s  a  comparison 
dorsed  or  unendorsed 

of  groups 
letter  wi, 

that  chose 
en  a  choice 

ei  tiier  a  Carter-en- 
uas  available. 

Clio  i  ce 


Chose  Endorsed  2.5313 

Chose  Uriendorsed  3.52H6 


-2.40 
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.021 


This  is  a  comparison  of  groups  that  chose  either  an  endorsed  or 
unendorsed  letter  w hen  a  choice  was  available. _ 


No  Choice 


No  Clio  ice 


No  Clio  ice 


Staub3ch 

Unendorsed 


2.3150 

3.5140 


-3.02  52 


.004 


This  is  a  comparison  of  the  group  that  received  a  Staubach-en- 
doi-sed  letter  with,  the  group  that  received  an  unendorsed  letter. 


Carter 

Unendorsed 


2 .  iuOOO 
3.514? 


-3.5o  51 


.001 


Th ' s  is  a  comparison  of  the  group  that  received  a  Carter-en¬ 
dorsed  letter  with  the  group  that  received  an  unendorsed  letter. 


Endorsed 

Unendorsed 


2.1622 
?.  5143 


-3.67  70 


.000 


This  is  a  comparison  of  the  group  that  received  an  endorsed  let- 
ter  with  the  group  that  received  an  unendorsed  letter, _ 


Eng ' neers 


Endorsed 

Unendorsed 


2.4167 
3 . 7895 


-2.47  29 


.020 


Tills  is  a  comparison  of  engineering  students  that  received  an 
endorsed  letter  with  engineering  students  that  received  an  un¬ 
endorsed  letter. 


TABLE  14 

COMPARISON  OF  MEANS  FOR  VARIOUS  GROUPS 
REGARDING  THEIR  ATTITUDE  TOWARDS  THE  WORTHINESS 
OF  BECOMING  AN  AIR  FORCE  OFFICER 


QUESTION:  The  opportunity  of  becoming  an  Air  Force  officer  is  worth  considering 

SCALE:  0  -  disagree  i-  «-  agree 


Mean 

t -Value  df 

2 -Tail 
Proba  bi  1  i  ty 

Ma ;  or 

Communication 

Engineering  J.6H2S 

-'<.42  147 

.001 

Tills  is  a  comparison  of  communication  students  with 
students . 

engineering 

Unendorsed 

No  Choice  2.714? 

Choice  3.6970 

- ? . 20  66 

.031 

This  is  a  comparison  of  the  group  that  received  an  unendorsed 
letter  with  the  group  that  chose  an  unendorsed  letter  when  a 
choice  was  available. 
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TABLE  15 

COMPARISON  OF  MEANS  FOR  VARIOUS  GROUPS 
REGARDING  THEIR  ATTITUDE  ON  SEEKING  MORE  INFORMATION 
ABOUT  THE  AIR  FORCE  OFFICER  PROGRAMS 


QUESTION:  I  will  seek  more  information  about  the  Air  Force  officer  program 

SCALE:  0  -  dsagrre  '•  -  agree 

===================================================================== 

Mean  t-Value  df  Probability 


No  Choice 


Chose  Maybe 
Chose  No 


1.5233 
.  3000 


This  is  a  comparison  of  t lie  group  that  received  a  single  letter 
and  answered  maybe  with  the  group  that  answered  no  to  the  fol¬ 
lowing  quest i on : 

Indicate  the  likelihood  of  your  opening  and  reading  this  letter 
by  marking  the  appropriate  blank  below: 


No  Choice 


Chose  Yes 
Chose  N'- 


1 . 7097 
.3000 


This  is  a  comparison  of  the  group  tiiat  received  a  single  letter 
and  answered  yes  with  the  group  that  answered  no  to  the  following 

quest ! on: 

Indicate  the  likelihood  of  your  opening  and  reading  the  letter  by 
marking  the  appropriate  blank  below: 


1 . 0000  “  •  ‘  J 

i  campar.son  ot  males  with  females- 


N  Choice 


1  .  Ol*00 
1 . 0.1Q4 


Ths  is  a  compar  •.  sen  ’1  ‘tie  group  that  received  an  unendorsed 
letter  w  : 1  the  gr.up  that  chese  an  unendorsed  letter  when  a 
c:  i  ('*■  w..s  a  v.i  i  i  i  . 


V>.  10  100.11  .000 


7?  is  s  a  n  f  cammur: ;  ra t  ; on  students  with  engineering 

r»*  .i.i**!  ‘  s 


CHAPTER 


V 


DISCUSSION  AND  CONCLUSIONS 

Hypothesis  1 

Hypothesis  1 :  When  a  reader  is  given  a  choice  of 
opening  a  letter  with  a  standard 
return  address  with  no  endorsement 
and  a  letter  that  is  endorsed  by  a 
prominent  person,  the  reader  will 
choose  to  open  the  endorsed  letter 
more  often  than  the  unendorsed  letter. 

While  Hypothesis  1  was  accepted  and  supported  by 
the  results,  it  is  clear  that  if  only  Carter-endorsed 
letters  had  been  used  and  the  subjects  had  only  been  engi¬ 
neering  students,  the  experiment  would  have  failed. 

Several  factors  may  have  contributed  to  these  results. 

First,  it  appears  that  Carter  was  not  a  good 
choice  to  endorse  letters  to  engineers,  for  whatever  rea¬ 
sons.  This  conflicts  with  the  literature  in  that  Freeman 
said  that  an  endorsement  by  the  president  would  be  so 
powerful  as  to  do  a  product  tremendous  good  because  the 
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president  is  a  highly  believable  source.  Though  Freeman 
notes  that  the  Office  of  the  President  has  a  tradition  of 
not  endorsing  products,  he  cites  several  examples  of  the 
president  endorsing  products  by  simply  using  them.  He 
also  said  that  while  the  president  won't  endorse  commer¬ 
cial  products,  the  president  has  endorsed  services  of  a 
public  service  nature. 31 

The  results  of  this  experiment  clearly  show 
that,  at  least  for  one  audience,  an  endorsement  by  the 
president  is  not  powerful  at  all,  and  may  even  be  counter¬ 
productive.  It  is  suggested  by  this  researcher  that  the 
perception  of  the  Office  of  the  President  may  have  changed 
substantially  since  Freeman  wrote  his  book.  Watergate 
dealt  a  severe  blow  to  the  integrity  of  the  Office  of  the 
President,  and,  while  there  has  been  some  recovery,  the 
effect  of  Watergate  will  probably  linger  on  for  quite  some 
time. 

Tn  addition,  it  may  be  possible  that  no  president 
’ould  endorse  a  product  without  alienating  a  substantial 
portion  of  the  audience.  It  may  be  that  the  Office  of  the 
President  has  become  so  complex  and  is  the  focus  of  such 

31 
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constant  critical  attention  by  the  media  that  the  president 
can  never  again  attain  the  popularity  and  credibility 
he  enjoyed  in  the  past.  This  is  reflected  consistently 
in  polls  that  show  much  less  than  50  percent  of  a  given 
population  approving  of  the  way  the  president  is  doing 
his  job . 

A  factor  related  to  Carter  specifically  may  be 
his  recommendation  to  resume  registration  for  the  draft 
nearly  seven  years  after  the  draft  was  deactivated.  While 
it  is  clear  that,  registration  is  not  the  same  as  rein¬ 
stituting  the  draft,  it  is  perceived  by  many  as  merely 
the  first  step  in  reviving  the  draft. 

This  raises  a  question:  why  didn’t  the  communica¬ 

tions  students  react,  to  the  draft  registration  recommenda¬ 
tion  in  the  same  manner?  In  fact,  the  communication  stu¬ 
dents  supported  the  hypothesis  by  choosing  Carter  en¬ 
dorsed  letters  more  often.  It  may  be  that  engineering 
students  perceived  draft  registration  as  more  of  a  threat 
to  them  than  did  communications  students.  Engineers  are 
in  much  greater  demand  in  the  job  market  than  are  communi¬ 
cations  students,  and  engineers  command  much  higher  start¬ 
ing  and  average  salaries.  It.  may  be  that  engineers  felt 
they  had  much  more  to  lose. 
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It  was  more  than  likely  no  single  factor  that 
caused  engineers  to  reject  Carter,  but  a  combination  of  the 
factors  previously  discussed  plus  factors  that  have  not 
been  identified.  For  whatever  reasons,  it  appears  that 
Carter  suffers  in  at  least  two  key  areas  as  a  source.  They 
are  credibility  and  appropriateness.  It  is  the  opinion 
of  this  researcher  that  because  of  the  results  of  this 
experiment  and  because  public  opinion  rises  and  falls 
rapidly  concerning  the  president,  that  President  Carter 
and  probably  no  other  president  should  be  used  to  endorse 
Air  Force  recruiting  in  direct,  mail. 

A  factor  that  may  have  affected  the  decided 
preference  for  St.aubach  was  publicity  concerning  his  re¬ 
tirement  from  the  Dalis  Cowboys  at  the  same  time  the  experi¬ 
ment  was  being  conducted.  In  addition,  the  experiment  was 
conducted  in  Texas  where  Staubach  is  extremely  popular. 

The  effects  of  these  factors  are  unknown,  but  unless  they 
are  tested,  it  may  be  a  d  v i sable  to  use  celebrities  that 
are  known  to  be  popular  in  a  given  region.  Examples  are: 
Terry  Bradshaw  of  the  Pittsburgh  St.eelers  in  Penn  sylvan  i  a 
and  his  home  state  of  Louisiana;  Steve  Garvey  of  the  Los 
Angeles  Dodgers  in  Southern  California;  and  Dave  Cowens 
of  the  Boston  Celtics  i  r.  Ma  s  sac  hu  s  et,  t  s  .  The  examples 
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are  sports  celebrities,  but  the  use  of  celebrities  doesn't 
have  to  be  restricted  to  sports.  It  must  be  recognized 
that  the  use  of  celebrities  may  be  very  effective  for 
getting  the  recipients'  attention  and  getting  them  to 
read  the  letter,  and  if  that  is  the  purpose  of  the  letter 
it  is  probably  much  better  accomplished  with  an  endorsed 
letter  than  an  unendorsed  letter.  However,  if  the  goal 
is  to  get  response  to  the  contents,  it  may  be  better  to 
use  an  endorsement  that  has  increased  credibility  and 
appropriateness,  though  the  endorser  is  unknown.  An 
example  could  be  an  engineer  in  the  Air  Force.  The 
literature  suggests  that  using  a  highly  credible  and  more 
appropriate  source  may  be  more  effective  than  using  a 
source  that  is  simply  well  known.  A  famous  astronaut  who 
was  also  an  engineer  in  the  Air  Force  may  be  the  best 
possible  choice  because  he  would  also  be  well  known. 

The  implications  for  future  research  and  applica¬ 
tion  are  that  an  endorsement  can  improve  the  effectiveness 
of  direct  mail  advertising  if  the  endorser  is  carefully 
selected  for  the  p roper  audience.  Staubach  should  be 
used  in  the  next  stage  of  the  research  in  a  test  mailing 
to  college  students.  Of  course  Staubach' s  permisson  must 
be  obtained.  Carter  should  not  be  used  and  an  alternative 


endorser  selected. 


Hypothesis  2 


Hypo  the  s is  2 :  The  reader  opening  the  endorsed  letter 
will  have  a  more  favorable  attitude 
towards  the  content  of  the  letter 
than  will  the  reader  opening  an  un¬ 
endorsed  letter. 

Though  the  hypothesis  could  not  be  accepted, 
several  factors  were  revealed  in  the  analysis. 

First,  it  was  clear  that  those  that  chose  the 
endorsed  letter  had  a  significantly  more  favorable  atti¬ 
tude  toward  the  person  who  signed  the  letter  than  those 
that  chose  the  unendorsed  letter.  It  is  also  clear  that 
artificiality  of  making  a  choice  affected  the  degree  of 
f avo rabi 1 i ty ,  as  Table  7  indicates.  This  trend  does  con¬ 
tinue,  as  indicated  in  Table  6,  with  recipients  of  single 
letters  favoring  the  endorsed  letters,  but  not  significant¬ 
ly.  The  results  clearly  show  in  Table  5  that  Staubach 
was  the  primary  reason  for  the  difference  and  give  another 
indication  that  Carter  may  not  be  an  effective  endorser. 

Next,  it  was  clear  in  all  the  results  that  the 
unendorsed  letter  was  considered  the  more  knowledgeable 
source  for  information  about  career  opportunities  in  the 
Air  Force.  This  may  have  been  because  there  was  no  effort 
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in  the  letter  to  establish  a  connection  between  Air  Force 
officer  programs  and  the  endorser.  This  was  done  to  es¬ 
tablish  all  signers  of  the  letter  as  equal  with  the  con¬ 
tents  of  the  letter  being  identical.  This  may  not  have 
been  accomplished,  however,  with  the  unendorsed  letter 
being  signed  by  an  Air  Force  colonel.  The  implication 
is  clear,  however,  that  the  letter  must  contain  informa¬ 
tion  as  to  why  the  endorser  is  supporting  the  cause  or 
product  and  why  the  endorser  can  be  considered  a  knowl¬ 
edgeable  source.  Such  an  inclusion  should  be  tested  in 
future  research  and  definitely  used  in  application. 

In  the  groups  that  had  a  choice,  the  group  that 
chose  the  unendorsed  letter  was  significantly  more  fav¬ 
orable  towards  considering  the  opportunity  of  becoming  an 
Air  Force  officer  as  worthwhile  than  the  group  that  chose 
the  endorsed  letter.  This  conflicts  with  the  results  of 
the  groups  receiving  single  letters  with  the  endorsed 
letters  drawing  the  more  favorable  attitudes,  though  not 
statistically  significant.  This  researcher  cannot  explain 
the  difference.  It  should  be  tested  for  in  future  re¬ 
search. 

Finally,  it  must  be  noted  that  all  groups  were 
negative  about  seeking  more  information  about  the  Air 


Force  officer  programs.  This  may  indicate  that  an  en¬ 
dorser  should  best  be  used  to  gain  attention  and  create 
awareness,  rather  than  judging  its  effectiveness  on 
number  of  responses. 

In  conclusion,  the  results  indicate  there  may 
have  been  defects  in  the  experiment  that  affected  the 
attitudes  and  the  questions  used  for  measurement  may  not 
have  been  sensitive  enough  to  detect  the  reasons  for  at¬ 
titudes.  This  should  be  considered  in  future  research. 

Other  'omp.i  r  i  sons  of  Attitudes  of  Groups 

Each  attitude  questijf.  had  a  significant  dif¬ 
ference  among  some  groups  except  for  the  first  question. 
There  were  no  significant  differences  identified  in  regard 
to  the  truthfulness  of  the  content  of  the  letter. 

Table  10  noted  a  difference  in  attitude  between 
those  that  chose  "yes"  or  "no”  regarding  how  interesting 
the  letter  was.  This  difference  appears  to  be  an  indica¬ 
tion  of  supporting  the  choice  made. 

Table  11  noted  a  significant  difference  between 
engineering  and  communications  students  regarding  the 
newness  of  the  information.  This  may  be  because,  as  one 


engineering  student  said  following  the  experiment,  engineer 
ing  students  may  rece've  more  mail  concerning  job  op¬ 
portunities  because  their  services  are  more  highly  sought. 
In  addition,  the  Air  Force  has  targeted  its  information 
at  engineers  for  the  past  few  years.  Also  this  engineering 
department  had  a  particularly  close  association  with  the 
university  Air  Force  Reserve  Officer  Training  Corps  program 
Finally,  there  are  a  number  of  active  duty  Air  Force  per¬ 
sonnel  in  the  engineering  school.  All  of  these  factors 
would  seem  to  explain  the  increased  awareness  among  engi¬ 
neering  students. 

Table  12  displays  comparison  of  means  that  were 
significant  for  various  groups  regarding  how  favorable 
their  attitude  was  towards  the  person  who  signed  the 
letter.  The  only  factor  in  this  table  that  has  not  been 
discussed  is  age.  It  is  apparent  that  the  younger  stu¬ 
dents  had  a  more  favorable  attitude  towards  the  sources 
than  did  the  older  students.  The  only  explanation  this 
researcher  can  put  forth  is  the  effect  of  maturity. 

Table  12  is  more  confirmation  that  the  unendorsed 
letter  was  considered  to  be  coming  from  the  more  knowledge¬ 
able  source. 

Table  14  displays  the  significant  comparison  of 
means  for  various  groups  regarding  their  attitude  towards 
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the  worthiness  of  becoming  an  Air  Force  officer.  Again, 
engineers  were  signi f icant ly  more  favorable  than  were  com¬ 
munications  students.  This  may  be  a  reflection  of  being 
more  aware  of  the  opportunities  indicated  in  Table  12 
and  a  recognition  that  the  Air  Force  is  actively  seeking 
engineers  and  providing  more  opportunities  for  engineers 
than  individuals  from  other  fields. 

Table  15  displays  the  comparison  of  means  for 
various  groups  regarding  their  attitude  on  seeking  more 
information  about  the  Air  Force  officer  programs.  This 
was  the  only  question  where  differences  in  sex  surfaced. 
Males  were  more  prone  to  seek  information  than  females. 
This  may  be  a  reflection  of  stereotyping  of  the  military 
as  being  male  dominated.  With  the  increased  emphasis  on 
integrating  females  into  the  military  it  may  be  worth¬ 
while  to  have  a  prominent  woman  or  have  a  woman  engineer 
in  the  Air  Force  endorse  a  letter. 

Conclusions 

This  experiment  was  the  first  step  in  a  long- 
range  research  project  on  the  effects  of  using  celebrities 
to  endorse  direct  mail  advertising.  The  results  of  the 
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experiment  confirmed  that  the  use  of  celebrities  to  en¬ 
dorse  letters  in  direct  mail  advertising  is  worth  pur¬ 
suing  if  the  celebrity  is  appropriate  and  has  high  cred¬ 
ibility.  They  confirm  the  effects  of  source  identified 
in  previous  communication  and  advertising  research,  that 
require  attention  in  future  research  and  applications. 

The  next  step  should  be  to  extend  the  experi¬ 
ment  to  field  experiments  to  eliminate  the  artificiality 
of  this  experiment.  If  the  results  of  this  experiment 
are  carefully  considered  in  the  conducting  of  a  field 
experiment,  the  effectiveness  of  using  a  celebrity  or 
other  person  to  endorse  a  direct  mail  letter  may  be  more 


thoroughly  tested. 


APPENDIX  1: 


SAMPLE  OF  AN  ENDORSED  LETTER 


United  States  Golf  Association 

Ciolf  House,  Far  HilU,  N<  w  Jersey  07^M 


Arnold  Palmer 
National  Chairman 


Dear  Fellow  Goiter. 


The  l in  ited  States  Golf  Association  invites  vou  to  become  a  l  SGA  Associate. 


As  National  Chairman  of  the  l 'SGA  Associates,  I  hope  vou  w  ill  accept  this  invitation 
and  help  the  L'SGA  continue  to  provide  the  many  vital  services  that  it  performs  for 
the  benefit  of  all  golfers. 

For  example,  the  USGA  makes  and  interprets  the  Rules  of  Golf,  which  serve  to  define 
the  game  every  golfer  plays  it  developed  and  maintains  the  handicapping  system  that 
allows  all  golfers  to  compete  with  one  another  on  equal  terms. 

The  USGA  is  devoted  to  preserving  the  basic  character  of  the  game.  It  establishes 
standards  to  control  the  performance  of  the  ball  and  clubs.  It  sponsors  research  and 
provides  services  for  the  improvement  of  golf  course  turfgrass  And  the  USGA 
conducts  11  National  Championships,  including  the  most  important  championship  in 
the  world -the  U.S.  Open. 

The  enclosed  booklet  will  tell  vou  in  detail  about  the  services  that  your  support  will 
help  provide. 

To  become  a  L'SGA  Associate  costs  only  51  i  a  vear.  There  is  an  enrollment  form  and 
postage-paid  envelope  enclosed.  Fleasc  use  your  form  today.  You  will  be  joining  me  in 
helping  the  USGA  keep  golf  the  game  we  all  want  it  to  be 


Sincerely, 


Am  dd  Palmer 
National  Chairman 
l  'SGA  Associates 


PS  In  appreciation  ot  your  support  we  will  send  vou  a  blarer  patch  only  L'SGA 
Associates  are  entitled  to  wear  *  a  l  S(  >.A  Associates  hag  tag  with  your  name  imprinted 
•  two  l  'SGA  Associate  decals  .  a  persona)  identification  card  re,  ogmring  vou  as  a 
USGA  Associate  •  the  Associates  Edition  of  the  Rules  ot  Ciolf  You  will  also  receive 
Golf  Journal  (the  USGA  '  official  publication!  tor  a  year  to  keep  you  informed  of  the 
latest  dec  elopments  in  the  world  of  golf 


ta 


54 


APPENDIX  2:  INSTRUCTIONS  FOR  GROUPS  HAVING  A  CHOICE  OF 
TWO  LETTERS 

Instructions 

Thank  you  for  participating  in  this  graduate  research 
project.  Your  voluntary  participation  is  greatly  appre¬ 
ciated.  Your  anonymity  as  a  participant  is  guaranteed. 

To  insure  that  the  research  project  is  not  compromised, 
please  observe  the  following  in  completing  this  package: 

DO  NOT  consult  your  fellow  students  before  or  during 
the  completion  of  this  package. 

DO  NOT  PROCEED  to  the  next  page  until  the  current 
page  is  completed. 

TURN  TO  PAGE  ONE  DIRECTIONS . 


> 

) 

I 
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P A G F  ONE  DIRECTIONS 


Included  -ire  two  letters.  Pletso  select  the  letter  you 
would  most  likely  open  at.d  read. 

Indicate  the  letter  you  selected  by  marking  the  appropri¬ 
ate  blank  below. 

_  wri*  ins  above  address  element 

_  no  writing  above  address  element 

PLACE  THE  LETTER  YOU  DID  NOT  SELECT  ASIDE  AND  TURN  TO 
PAGE  TWO  DIRECTIONS. 
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PAGE  TWO  DIRECTIONS 


•pci.  the  letter  you  selected  and  read  the  contents. 

Please  answer  the  following  questions. 

How  old  are  you?  _ 

Indicate  your  sex. 

_  Male 

_  Female 

What  is  your  class  standing? 

_  Frestiman 

_  Sophomore 

_  Junior 

_  Senior 

_  Graduate  school 

Respond  to  each  of  the  following  statements  by  marking  on  the  scale  the 
space  which  most  nearly  indicates  your  feelings  about  the  statement. 

If  you  agree  very  strongly,  mark  the  first  blank.  If  you  agree  strongly, 
but  not  very  strongly,  mark  the  second  blank.  If  you  agree,  but  not 
strongly,  mark  the  third  blank.  If  you  neither  agree  nor  disagree, 
mark  the  fourth  blank.  If  you  disagree,  but  not  strongly,  mark  the 
fifth  blank.  If  you  disagree  strongly,  but  not  very  strongly,  mark  the 

sixth  blank.  If  you  disagree  very  strongly,  mark  the  seventh  blank. 

PLEASE  PUT  YOUR  MARKS  ON  THE  BLANKS  BETWEEN  THE  OOLONS.  MARK  ONLY  ONE 
BLANK  FOR  EACH  STATEMENT. 

1.  The  letter  was  truthful. 

AGREE: _ : _ : _ : _ : _ : _ : _ .-DISAGREE 

t  .  The  letter  was  interesting. 

AGREE: _ : _ : _ : _ : _ : _ : _ :  DISAGREE 

5.  The  letter  provided  information  I  didn't  know  before. 

AGREE: _ : _ : _ : _ : _ : _ : _ :  DISAGREE 

4.  I  have  a  favorable  attitude  towards  the  person  who  signed  the  letter. 

AGREE: _ : _ : _ : _ : _ : _ : _ :  DISAGREE 

5.  The  person  who  signed  the  letter  is  a  knowledgeable  source  for  in¬ 
formation  about  career  opportunities  In  the  Air  Force. 

AGREE: _ : _ : _ : _ : _ : _ :  DISAGREE 

6.  The  opportunity  of  becoming  an  Air  Force  officer  is  worth  considering. 

AGREE: _ : _ : _ : _ : _ : _ : _ :  DISAGREE 

7.  I  will  seek  more  information  about  the  Air  Force  officer  programs. 

AGREE: _ : _ : _ : _ : _ : _ : _ .-DISAGREE 

YOUR  PARTICIPATION  IN  THIS  RESEARCH  PROJECT  IS  COMPLETED.  PLEASE  FLACE 
THE  FOLDER  AND  ITS  CONTENTS  IN  THE  BOX  AT  THE  FRONT  OF  THE  ROOM. 


THANK  YOU  FOR  YOUR  ASSISTANCE. 


APPENDIX  3:  INSTRUCTION  FOR  GROUPS  RECEIVING  A  SINGLE 
LETTER 

Instructions 


Thank  you  for  participating  in  this  graduate  research 
project.  Your  voluntary  participation  is  greatly  appre¬ 
ciated.  Your  anonymity  as  a  participant  is  guaranteed. 

To  insure  that  the  research  project  is  not  compromised, 
please  observe  the  following  in  completing  this  package: 

DO  NOT  consult  your  fellow  students  before  or  during 
the  completion  of  this  package. 

DO  NOT  PROCEED  to  the  next  page  until  the  current 
page  is  completed. 

TURN  TO  PAGE  ONE  DIRECTIONS . 


PAGE  ONE  DIRECTIONS 


Included  with  these  directions  is  a  letter. 

Indicate  the  likelihood  of  your  opening  and  reading  thi 
letter  by  marking  the  appropriate  blank  below. 

_  Yes 

_  Maybe 

_  No 

TURN  TO  PAGE  TWO  DIRECTIONS. 


► 

i 


> 


PAGE  TWO  DIRECTIONS 


Open  the  letter  you  selected  and  read  the  contents. 

Please  answer  the  following  questions. 

How  old  are  you?  _ 

Indicate  your  sex. 

_  Male 

_  Female 

What  is  your  class  standing? 

_  Freshman 

_  Sophomore 

_  Junior 

_  Senior 

_  Graduate  school 

Respond  to  each  of  the  following  statements  by  marking  on  the  scale 
the  space  which  most  nearly  indicates  your  feelings  about  the  state¬ 
ment.  If  you  agree  very  strongly,  mark  the  first  blank.  If  you  agree 
strongly,  but  not  very  strongly,  mark  the  second  blank.  If  you  agree, 
but  not  strongly,  mark  the  third  blank.  If  you  neither  agree  nor  dis¬ 
agree,  mark  the  fourth  blank.  If  you  disagree,  but  not  strongly,  mark 
the  fifth  blank.  If  you  disagree  strongly,  but  not  very  strongly, 
mark  the  sixth  blank.  If  you  disagree  very  strongly,  mark  the  seventh 
blank.  PLEASE  PUT  YOUR  MARKS  ON  THE  BLANKS  BETWEEN  THE  COLONS.  MARK 
ONLY  ONE  BLANK  FOR  EACH  STATEMENT. 

1.  The  letter  was  truthful. 

AGREE: _ : _ : _ : _ : _ : _ : _ :  DISAGREE 

2.  The  letter  was  interesting. 

AGREE: _ : _ : _ : _ : _ : _ : _ :  DISAGREE 

3.  The  letter  provided  information  I  didn't  know  before. 

AGREE: _ : _ : _ : _ : _ : _ : _ :  DISAGREE 

4.  I  have  a  favorable  attitude  towards  the  person  who  signed  the  let¬ 
ter. 

AGREE: _ : _ : _ : _ : _ : _ : _ :  DISAGREE 

5.  The  person  who  signed  the  letter  is  a  knowledgeable  source  for  in¬ 
formation  about  career  opportunities  in  the  Air  Force. 

AGREE: _ : _ : _ : _ : _ : _ : _ :  DISAGREE 

6.  The  opportunity  of  becoming  an  Air  Force  officer  is  worth  consid¬ 
ering. 

AGREE: _ : _ : _ : _ : _ : _ : _ :  DISAGREE 

7.  I  will  seek  more  information  about  the  Air  Force  officer  programs. 

AGREE: _ : _ : _ : _ : _ : _ : _ :  DISAGREE 

YOUR  PARTICIPATION  IN  THIS  RESEARCH  PROJECT  IS  COMPLETED.  PLEASE  PLACE 
THE  FOLDER  AND  ITS  CONTENTS  IN  THE  BOX  AT  THE  FRONT  OF  THE  ROOM. 


THANK  YOU  FOR  YOUR  ASSISTANCE. 
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APPENDIX  5:  UNENDORSED  LETTER 


Your  i.-jn< 
Your  AJdrcnjr 


uco r  Your  Name, 

As  a  college  student,  you're  on  the  threshold  of  an  oxciting 
futui-'  .  The  care.-r  decisions  you  make  in  college  are  vital  to 
your  I'uturc.  And,  the-  knowledge  and  expertise  you've  attained 
arc  .important  to  the  Air  Force. 

In  exchange  for  your  ability,  wo  offer  an  opportunity  for  you  to 
work  an  a  commissioned  officer  in  your  area  of  special  interest. 

We  also  provide  extensive  advantages  that  include  opportu  dticc 
for  gradu  -to  education,  ;f>  days  of  vacation  with  pay  each  year  and 
free  medical  and  uonlrl  care. 

If  you're  about  to  complete  an  aeronaut!  e  d  ,  -nrospnoc,  astronautics.! 
electrical,  or  mechanical  engineering  degree,  you  may  qualify  for 
our  now  Hester'  r.  program.  If  you  qualify  end  -ire  selected,  'll 
send  you  directly  to  graduate  school  aft  u-  you  receive  your 
cocuni  anion. 

••©  r/;nt  to  s<  no  you  more-  specific  inform •  ti'*n  -bout  your  utur 
in  the  Air  Force.  You  can  get  it  by  completing  and  returning  the 

oncloa.i  «.  r,\' 

You  ova  it  to  youracl  (  ar.d  your  country  to  check  us  out.  There  is 
no  obligation. 

CinecroJ  y, 

'■.'ALT  .11  '.  m;:n?,  fj'  filial 

Uni  tod  alt  a  t  i;  Air  iirco 


\ 
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APPENDIX  7:  CARTER- ENDORSED  LETTER 


Your 

Your  .i-idroac 


B  'M 


Pe;r  Your  Name, 

An  a  college  student,  you're  on  the  threshold  of  on  exciting 
future.  The  career  decisions  you  make  in  college  ore  vital  to 
your  future.  And,  the  knowledge  and  expertise  you've  attained 
are  import- nt  to  the  Air  Force. 

In  exchange  for  your  ability,  we  offer  :n  opportunity  for  you  to 
work  in  a  commissioned  officer  in  your  area  of  special  interact. 

also  provide  extensive  advantages  that  include  opportunities 
for  graduate  education,  0  days  of  vacation  with  pay  each  year 
an  •  free  modi  cel  an.  1'nU  care. 

If  you're  brut  to  complete  an  aeronautical,  aerospace,  rstronautic.-  i 4 
electrical,  or  mechanical  engineering  degree,  you  may  quali Ty  for 
our  now  Hester's  program.  If  you  quali  cy  run  are  selected.  .  • 
send  you  directly  to  graduate  school  ait-,  r  you  receive  yo 
commi salon. 

'ic  want  to  send  ycu  more  specific  information  about  ycur  future 
in  the  Mr  Force.  You  can  get  it  by  completing  and  returning  the. 
enclosed  card. 

You  owe  it  to  yourself  and  your  country  tc  eh> us  out.  There  : 
no  obligation. 

din  cord  y , 


Kl'MIlY  CART' :R 
1 resi  lent 


-  V  <>r«.;ll  \iti)  ,.r  . 
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APPENDIX  9:  STAUBACH- ENDORSED  LETTER 


Your  home 
Your  Address 


>j ear  Your  Lome, 

As  a  col  Lego  student,  you're  on  the  threshold  of  an  exciting 
future.  Vhc  career  excisions  you  moke  in  college  are  vital  to 
your  future.  And,  the  knowledge  and  expertise  you've  attained 
ere  important  to  the  Air  Force. 

In  exchange  for  your  ability,  we  offer  an  opportunity  for  you  to 
work  oo  a  commissioned  officer  in  your  area  of  special  interest. 

..c  also  provide  extensive  advantages  that  include  opportunities 
for  graduate  education,  JO  lays  of  vocation  with  pay  each  year 
and  free  medical  and  dental  core. 

If  you're  about  to  complete  an  aeronautical,  aeroopace,  astronaut! cal 
electrical,  or  mechanical  engineering  degree,  you  may  qualify  for 
our  new  Master's  prog ran.  If  you  qualify  and  are  selectee,  we'll 
send  you  directly  to  graduate  school  of  Ur  you  receive  yovii 
commission. 

Le  want  to  send  you  more  specific  information  about  your  future  in 
the  Air  Force.  You  can  get  it  by  completing  and  returning  the 
enclosed  c.ard. 

You  owe  it  to  yourself  and  your  country  to  check  us  out.  There  is 
no  obligation. 


Jin cere iy 


1 
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APPENDIX  11:  ADMINISTRATOR  INSTRUCTIONS 
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Administrator  Instructions 


1.  Ask  the  class  instructor  to  introduce  you  as  a  graduate  student 
who  will  be  asking  the  students  to  participate  in  conducting 
research  in  support  of  a  master's  thesis.  Ask  the  instructor  to 
encourage  student  participation.  Ask  the  instructor  to  limit 
remarks  to  the  preceding. 

2.  Thank  the  instructor  for  allowing  you  to  use  the  class  to  conduct 
the  research. 

?.  Advise  the  students  that: 

Their  participation  is  voluntary  and  that  their  anonymity  is 
guaranteed. 

Nonparticipation  could  seriously  affect  the  validity  of  the  re¬ 
search  project. 

4.  Distribute  the  folders  as  follows: 

Advise  the  students  not  to  open  the  folders  until  instructed  to. 

Select  a  random  starting  point  and  distribute  the  folders  from 
the  box  in  order. 

Distribute  the  folders  from  front  to  back  or  side  to  side,  which¬ 
ever  is  most  convenient. 

5.  When  all  folders  have  been  distributed,  ask  the  students  to  open 
the  folders  and  begin  the  project  by  reading  the  instructions  on 
the  right  side  of  the  folder.  Advise  the  students  that  if  they 
have  any  questions  to  please  raise  their  hand. 

6.  When  all  folders  have  been  returned  to  the  box,  advise  the  students 
that  they  have  just  participated  in  an  experiment  designed  to  de¬ 
termine  possible  effects  of  source  credibility  in  direct  mail 
advertising.  Advise  the  students  that  the  letters  signed  by 
Jimmy  Carter  and  Roger  Staubach  were  not  actually  signed  or  autho¬ 
rized  by  them,  nor  are  they  part  of  an  actual  direct  mail  campaign, 
but,  were  constructed  and  used  only  for  this  research  project. 

Thank  them  once  again  for  their  participation  and  tell  them  that 

if  they  are  interested  in  discussing  the  project  further  to  contact 
Dunne  Hart  at  288-0031. 


1 
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